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Executive Summary 


This executive summary provides relevant insights for 
South Australian small and medium scale producers of 
premium wine. Some of the key insights offered by the 
report are: 


e Japan is the third-largest economy in the world with 
a GDP of US$ 5.082 trillion, ranking behind China 
and the USA in global economic rankings. With a 
population of 125.5 million people, primarily made up 
of well-educated and affluent people, it is one of the 
world's biggest consumer markets. 

e In 2019, Japan was Australia's second-largest trading 
partner, second-largest export market, and third- 
largest source of foreign direct investment. 

e Japan is the sixth-largest importer of wine in the world 
and in 2018-19 imports of wine from all winemaking 
countries into Japan grew by more than 7%. In contrast, 
the growth in export to Japan that Australia enjoyed 
between 2012 and 2017 has not been sustained, with 
recent declines in export value and volume. 

e Australian wine exports to Japan totalled AU$ 49 
million in the year ending June 2020, down -3 per cent 
from the previous year. Australia exported 15 million 
litres of wine to Japan in this same timeframe. The 
Japanese market currently ranks 9th in both value 
and volume for exported Australian wine. In the 
12 months ending March 2019, exports to Japan grew 
16%, recording a record AU$ 55 million in sales for the 
same period. 

e The Japan-Australia Economic Partnership Agreement 
(JAEPA) came into force on 15 January 2015. When 
fully implemented on 1 April 2021, there will no longer 
be any tariffs imposed on bulk wine in containers over 
150 litres, bottled wine or sparkling wine. By 2025 
there will also no longer be tariffs imposed on bulk 
wine in containers between 2 litres and 150 litres. 

e Japan ranks 15th worldwide in wine consumption in 
terms of volume, consuming over 49 million 9 litre 
cases in 2019. This equates to 3 litres per capita for 
that year. Japan is 11th worldwide when it comes to 
consumption value at US$ 4,970 million. 

e Japan has higher per capita wine consumption than 
other Asian markets such as China or South Korea, 
with around 45 million regular wine drinkers. These 
consumers tend to be wine literate, and two-thirds of 
Japanese wine drinkers are consuming wine weekly. 

e Japan has an ageing population, and the 55+ age 
group remain the driving force behind the Japanese 
wine market. Consumers in this category tend to have 
traditional and conservative tastes. Younger Japanese 


regular wine drinkers claim high involvement and 
interest in the wine category and are more likely to 

be adventurous in their wine purchases. 

The average price per bottle of wine sold in the 
Japanese market is JP¥ 775 (AU$ 10.08), and 80% of 
still wines sold in Japan are under JP¥ 1,500 (AU$ 20.16). 
Red wine is the preferred style for the majority of 
Japanese wine drinkers. There is an emerging trend 
towards natural wine styles characterised by minimal 
human intervention. 

Sparkling wine is incredibly popular in Japan, and 
the most popular sparkling wines are in the JP¥ 
5,000 to JPY 10,000 (AU$ 61.30 to AU$ 122.70) 

per bottle price range. 

73% of wine purchased (volume) in Japan is sold 

in off-premise channels, mostly through bricks and 
mortar retailers. Supermarkets account for the largest 
share (55%) of wine sales in Japan and 84% of the 
wine on their shelves are priced below JP¥ 1,000. 
The on-premise market in Japan accounts for 27% of 
overall wine sales by volume. 

Wine leads the sales of alcoholic beverages online, 
and around 16% of consumers who drink alcohol 
once a month, purchased wine online. 

Japanese wine consumers can be summarised 

as discerning people who make their purchasing 
decisions based on value, quality and style. The more 
serious Japanese wine consumer is educated about 
wine, and, unlike in other mature wine markets, wine 
knowledge continues to increase. 

Given the maturity of the Japanese beverage market, 
local consumers have a vast array of choice when 
purchasing products and competition for the attention 
of wine consumers is fierce. 

Doing business in Japan requires a fine-tuned, 
sophisticated approach to wine marketing in all 
aspects. The Japanese have a strong sense of 
aesthetics, style and elegance and like to purchase 
products that have refined packaging. 

Japan has made a name for itself as a nation that 
prizes quality and exactness, as well as politeness 
and being humble. The Japanese place a premium 

on trust, and in business, they appreciate honest 
communication. Consistency and transparency in 
relationships are of the keys to maintaining successful 
business relationships in Japan. 

Respect for age and status is paramount in 

Japanese culture, and hierarchy affects all aspects of 
social interactions. 

Appearances are very important, and Japanese 
people tend to dress more formally than Australians. 
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